APPEL, VALENTINE. Editorial Environment and Advertising Effective- 
ness. No. 6, pp. 89-94. Reprinted from Vol. 27, No. 4, August 
September 1987, pp. 11-16. 

The author explains why belief in the editorial environ- 
ment concept continues in the absence of firm research 
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BaiLey, Scott. See Schultz and Bailey. 

BALDINGER, ALLAN L. See Haley and Baldinger. 

Bates, NANcy, and Sara K. BuckLey. Exposure to Paid Advertising 
and Returning a Census Form. No. 1/2, pp. 65-73. 

A study conducted during the Census 2000 Dress Re- 
hearsal indicates that exposure to census advertising is 
positively related to being knowledgeable about the cen- 
sus. Recalled exposure to paid advertising was not found 
to have a significant effect on the likelihood of mailing 
back a census form. 

BELLIZzI, JosEPH A. Drawing Prospects to E-Commerce Websites. No. 
1/2, pp. 43-53. 

Doing business through E-Commerce appears to be asso- 
ciated with significant cost savings; therefore, marketers 
should be interested in finding ways to attract prospects to 
their E-Commerce websites. Results of this experiment in- 
dicate that using certain copy and advertising design fea- 
tures within traditional advertising media like direct mail 
can attract more prospects to E-Commerce websites. 

BELTRAMINI, RICHARD. See Chapman and Beltramini. 

BESSER, DONNA. See Stone, Besser, and Lewis. 

BLACKSTON, Max. Building Brand Equity by Managing the Brand‘s 
Relationships. No. 6, pp. 101-105. Reprinted from Vol. 32, No. 3, 
May/June 1992, pp. 79-93. 

Blackston believes that as corporate brands start to become 
an increasingly important feature on a brandscape, the 
means of communicating brands’ attitudes and behaviors 
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BLAIR, Epwarb. See Oakenfull, Blair, Gelb, and Dacin. 

BLAIR, MARGARET HENDERSON. An Empirical Investigation of Adver- 
tising Wearin and Wearout. No. 6, pp. 95-100. Reprinted from 
Vol. 27, No. 6, December 1987/January 1988, pp. 45-50. 

This investigation suggests many directions for advertising 
and research worthy of further experimentation, ranging 
from the allocation of media weight vis-a-vis Persuasion, 
to the timing of creative refreshment, to the questioning of 
verbal measurements, and so on. 

Bocart, Leo. Buying Services and the Media Marketplace. No. 5, pp. 
37-41. 
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Advertising research is being transformed by the emer 
gence of giant buying services that operate outside of the 
traditional agency structure. Their primary skill has 
switched from negotiation to research 

Boivin, YVAN, and Francois Coperre. Fewer Is Better. No. 4, pp 

45-53. 
An approach to media and media vehicles elimination is 
presented and illustrated with examples 

Britt, STEURT HENDERSON. Are So-called Successful Advertising Cam 

paigns Really Successful? No. 6, pp. 25-31. Reprinted from Vol. 9 
No. 2, June 1969, pp. 3-9 
Britt shows that almost none of 40 agencies knew, or could 
know, whether their campaigns were successful 

BRUNER II, GoRDON C., and AMAND Kumar. Web Commercials and 

Advertising Hierarchy-of-Effects. No. 1/2, pp. 35-42 
An experiment involving commercials on the web was rep 
licated and extended but this time with non-student sub- 
jects. The differences in results between the two studies 
appear to be attributable to web experience rather than 
education per se 

BRUNER II, GORDON C. See Stevension, Bruner II, and Kumar 

BUCKLEY, SARA K. See Bates and Buckley 

BURNETT, JOHN. Gays: Feelings about Advertising and Media Used 

No. 1/2, pp. 75-84 
Few studies have examined the attitudes toward advertis- 
ing and media usage of the homosexual consumer or gay 
versus lesbian consumer. Study results indicate significant 
differences do exist, with homosexuals having a general 
dislike of advertising 

BusH, ALAN J., and Victoria D. Busu. Potential Challenges the In 

ternet Brings to the Agency-Advertiser Relationship. No. 4, pp 

16. 
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BusH, Victoria D. See Bush and Bush 

Cary, Mark S. Ad Strategy and the Stone Age Brain. No. 1/2, pp 

103-106. 
With evolutionary psychology suggesting that modern 
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the Stone Age mind in advertising is to use language and 
metaphors the Stone Age mind understands 
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visited: Perspectives of Advertising Professionals. No. 5, pp. 24-31 
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nearly two decades ago when only 60 percent of advertis- 

ing professionals were familiar with them. 
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Cotomso, RICHARD. A Model for Diagnosing and Reducing Non- 
response Bias. No. 1/2, pp. 85-93. 

Non-response rates in market research surveys are high 
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Management Fashion? Examining the Significance of IMC. No. 5, 
pp- 7-15. 
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ment fashion. The authors here suggesi that it is indeed so 

CRIMMINS, JAMES C. Better Measurement and Management of Brand 
Value. No. 6, pp. 136-144. Reprinted from Vol. 32, No. 4, July 
August 1992, pp. 11-19. 

From a study conducted by DDB Needham Worldwide, 
Crimmins concludes that better measurement of brand 
value is the first step to better management of brand value. 

Dacin, Peter. See Oakenfull, Blair, Gelb, and Dacin. 
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No. 6, pp. 39-48. Reprinted from Vol. 14, No. 2, April 1974, pp. 
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Experiments. No. 6, pp. 73-78. Reprinted from Vol. 24, No. 3, 
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No. 5, October 1979, pp. 43-52. 

Persons in a national probability sample of over 1,000 
households were interviewed and factor-analyzed into 14 
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minds of viewers or listeners with a political party, even 

though politics is never mentioned. 

Ge.s, Betsy D. See Oakenfull, Blair, Gelb, and Dacin. 

GERRITSEN, MARINEL, HUBERT Korzitius, FRANK VAN Meurs, and 
INGE GysBers. English in Dutch Commericals: Not Understood and 
Not Appreciated. No. 4, pp. 17-31. 

One-third of the commercials on Dutch television contain 
English, but viewers have a negative attitude toward the 
English and usually do not understand it. 

GijsBerS, INGD. See Gerritsen, Korzilius, Van Meurs, and Gijsbers. 

GOULD, STEPHEN J. The State of IMC Research and Applications. No. 
5, pp. 22-23. 

Criticism of IMC, whether unfounded or not, is a long- 
standing part of its history as a concept. Nonetheless, 
it continues to serve as an extremely valuable mana- 
gerial and educational tool in focusing and informing 
managers’, researchers’, and business and communica- 
tion students’ strategic thinking in new ways regard- 
ing marketing communications and promotional pro- 
grams. 

GREEN, PAuL E., YORAM WIND, and ARUN K. JAIN. Benefit Bundle 
Analysis. No. 6, pp. 32-37. Reprinted from Vol. 12, No. 2, April 
1972, pp. 31-36. 

By finding different product attributes, Green, Wind, and 
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GREENBERG, MARSHALL G. See Frank and Greenberg. 

GupTA, REETIKA. See Singh, Lessig, Kim, Gupta, and Hocutt. 

HALey, Russet I., and ALLAN L. BALDINGER. The ARF Copy Research 
Validity Project. No. 6, pp. 114-135. Reprinted from Vol. 31, No. 
2, April/May 1991, pp. 11-32. 

Haley and Baldinger summarize the objectives, the re- 
search design, and the principal findings of this ARF proj- 
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HAMILTON, KaTeE. Project Galore: Qualitative Research and Leveraging 
Scotland’s Brand Equity. No. 1/2, pp. 107-111. 

Set up to develop a strategy to leverage Scotland’s brand 
equity, Project Galore sought to take the best possible ad- 
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Hocutt, Mary ANN. See Singh, Lessig, Kim, Gupta, and Hocutt. 

JAIN, ARUN K. See Green, Wind, and Jain. 

Kim, DONGWOoK. See Singh, Lessig, Kim, Gupta, and Hocutt. 
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ception. No. 6, pp. 49-54. Reprinted from Vol. 17, No. 4, August 
1977, pp. 7-12 
Krugman concludes that the right brain’s picture-taking 
ability permits the rapid screening of the environment to 
select what it is that the left brain should focus atten- 
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of Traditional Media and the Internet. No. 3, pp. 55-65. 
Media selection was investigated in light of the internet’s 
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Lessic, V. PARKER. See Singh, Lessig, Kim, Gupta, and Hocutt 
Lewis, LorAN E. See Stone, Besser, and Lewis. 


Lock, ANDREW R. See Cornelissen and Lock. 


Low, Georce S. Correlates of Integrated Marketing Communications. 
No. 3, pp. 27-39. 

Small companies are more likely to practice IMC than large 
companies. Measuring IMC can pinpoint areas for im- 
provement and suggest possible solutions. 

MALONEY, JOHN C. Curiosity versus Disbelief in Advertising. No. 6, 
pp. 7-13. Reprinted from Vol. 2, No. 2, June 1962, pp. 2-8 

Maloney presents surprising evidence against the conven- 
tional view that an advertisement must be believed before 
it can influence attitudes or behavior. 

MEHTA, ABHILASHA. Advertising Attitudes and Advertising Effective- 
ness. No. 3, pp. 67-72. 

Print advertising performance is influenced by consumers’ 
attitudes toward advertising in general. The findings of 
this study show that respondents with more favorable at- 
titudes toward advertising are those who are actually more 
persuaded by advertising. 

MITCHELL, WALTER G. Systematic Synthesis of Advertising Research 
Verbatims. No. 6, pp. 21-24. Reprinted from Vol. 7, No. 3, Sep- 
tember 1967, pp. 37-40. 

Mitchell uses vector diagrams to show the general trend of 
the many verbatim responses research often obtains. 

NEWJENS, PETER C. See Smit and Neijins. 

OAKENFULL, GILLIAN, EDWARD Bair, Betsy D. GELB, and PETER 
Dacin. Measuring Brand Meaning. No. 5, pp. 43-53. 

Suppose a marketer is considering a range of brand exten- 
sions. This article proposes and illustrates a research pro- 
cedure using consumer evaluations to segment the market 
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Personality Makes a Difference. No. 6 pp 
79-83. Reprinted from Vol. 24, No. 6, December 1984/January 
1985 pp 27-31 

Plummer shows that it is brand personality that makes a 
difference, i.e., how the consumer perceives the brand 

PRESTON, CHRISTOPHER. The Problem with Micro-Marketine. No. 4, 
pp. 55-58 

Consumer society has been created during the twentieth 
century on the back of advertising, a medium that provides 
limitless creative remainders that we might consume. If 
marketing expenditure shifts away from advertising to- 
ward micro-marketing, can we be sure that reasons to con 
sume will not become eroded? 

Ray, MicHaet L. See Wansink and Ray 


REIBSTEIN, Davin J. See Farris and Reibstein 


SCHULTZ, Don E., and Scott Baitey. Customer/Brand Loyalty in an 


Interactive Marketplace. No. 3, pp. 41-52 
The interactive marketplace changes traditional marketing 
theory. An argument is made in this article for the devel- 
opment of shared values and reciprocity as a theory base 
on which to build customer relationships. A planning ma- 
trix is presented and illustrated with a case sample 
SCHULTZ, Don E., and Puiwir J. KitcHen. A Response to “Theoretical 
Concept or Management Fashion?” No. 5, pp. 17-21 
The authors of this response, Schultz and Kitchen, to the 
article on IMC by Cornelissen and Locke agree with the 
concern but disagree with the latest hypotheses regarding 
any theory base for IMC 
SINGH, SURENDRA N., V. PARKER Lessic, DONGWOOK KIM, REETIKA 
Gupta, and Mary ANN Hocutt. Does Your Ad Have Too Many 
Pictures? No. 1/2, pp. 11-27. 
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study where effectiveness of an ad with a low copy-picture 
ratio (i.e., a primarily pictorial ad or PPA) was compared to 
its shorter version (created by excising certain pictures that 
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for Advertising. A person's Affinity for Advertising is re- 
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Sorescu, ALINA B. See Gelb and Sorescu 
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29-34. 


Banner ads have lost their luster and are giving way to 
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commercials similar to those on television. An experi- 
ment using college students was conducted to examine 
the effects of webpage complexity on attitudes toward a 


commercial. 
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Executional Factors on Advertising Performance. No. 6, pp. 85-88. 
Reprinted from Vol. 24, No. 6, December 1984/January 1985, pp. 
23-26. 
Stewart and Furse report here on a study that finds that 
executional factors appear to account for between 13 to 26 
percent of the variance in related recall, depending on how 
the analysis was done, i.e., the more variables used, the 
more variance was found. 
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and Creativity in TV Commercials: A New Approach. No. 3, pp. 
7-18. 

People can recall and describe their favorite and irritating 
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SUTHERLAND, Max, and LARRY FRIEDMAN. Do You Model Ad Aware- 
ness or Advertising Awareness? No. 5, pp. 31-36. 

If you think you are modeling ad awareness from tracking 
data, are you? It is more likely that you are modeling ad- 
vertising awareness. 

VAN Meurs, FRANK. See Gerritsen, Korzilius, Van Meurs, and 
Gijsbers. 

WANSINK, BRIAN, and SEA-BUM Park. Methods and Measures That 
Profile Heavy Users. No. 4, pp. 61-72. 

The commonly used mean comparison method of seg- 
menting heavy users versus light users is inaccurate be- 
cause it aggregates across too many different personality 
subsegments. 
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ment’s Impact on One's Consumption of a Brand. No. 6, pp. 106- 

113. Reprinted from Vol. 32, No. 3, May/June 1992, pp. 9-16. 
Wansink and Ray find that frequency-marketing cam- 
paigns have become more prevalent among high-share 
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WELLS, WILLIAM D. Recognition, Recall, and Rating Scales. No. 6, pp. 
14-20. Reprinted from Vol. 4, No. 3, September 1964, pp. 2-8. 

Wells shows that in evaluating advertisements, the recog- 
nition method does not really measure recognition, nor 
does the recall method measure recall. 

WIND, YORAM. See Green, Wind, and Jain. 

YOUNG, CHARLES E. Creative Differences between Copywriters and Art 
Directors. No. 3, pp. 19-26. 

One of the keys to managing advertising development is to 
understanding the different sensibilities that copywriters and 
art directors bring to their creative collaboration. 

ZUFRYDEN, FRED. New Film Website Promotion and Box-Office Per- 
formance. No. 1/2, pp. 55-64. 

This study develops and empirically evaluates a math- 
ematical model designed to predict the box-office perfor- 
mance of new films as a function of surfer activity at film 
websites and other explanatory variables. 

ZUFRYDEN, FRED. Predicting Trial, Repeat, and Sales Response from 
Alternative Media Plans. No. 6, pp. 65-72. Reprinted from Vol. 22, 
No. 3, June/July 1982, pp. 45-52. 

Zufryden uses split-cable data to predict trial, repeat, and 
sales response from alternative media plans. 
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